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Introduction/Theoretical Framework
The U.S. beef industry relies on technology for efficiencies in their organizational operations and promotional materials created and disseminated (Marley et al., 2019) increasing the importance to understand the media channels farmers and beef consumers are utilizing. One of the most difficult problems facing public relations practitioners involves the selection of a specific media channel to best communicate to a target audience (Jeffers, 1989). Identifying agriculturists’ media preferences has been a looming issue in the advertising industry with several studies describing the changing scope of the audience environment. Jeffers (1989) identified studies dating back to 1984 that sought to identify the media channels farmers and ranchers turned to for agricultural information. Sévigny and Flynn (2011) described a more recent fundamental shift in communication stating the current communications environment is rather unpredictable, and because of this, communications efforts are growing in complexity. In the current digital agriculture age, a farmer is known to rely on certain information sources and channels for differing time-based (immediate versus future-oriented) and complexity of decision (management versus strategic planning) while choosing not to utilize other channels and sources (Wilkinson, 2009). For national cattle breed associations, these consumer-focused communication efforts include advertising strategies for both association-to-producer and producer-to-consumer become critical for its operational goals. 

Digital technology plays a large role in the political, social, and cultural influences a society absorbs (Tapscott, 2009), which supports the concept of diverse consumers within generational gaps. As individuals continue to place reliance on multiple information channels (Rogers, 2003; Strebel et al., 2004; Tucker & Napier, 2002), media companies must continue to invest in various media channels to reach the consumer. Lozovik (2020) said experiences and attitudes shaped by historical, social, political, and cultural events will influence generational gaps including the way individuals consume media. Modern advertising, which includes new technology, can meet the needs of diverse audiences, whether it is those native to technology or those who adapt. Because media consumption preferences have been linked to trends within generational gaps, examining the changing audience is an ideal first step for addressing advertising concerns within businesses. For national cattle breed associations advertising to diverse audiences, these generational differences can be large barriers for effective advertising.

Today, it is common to refer to different consumer groups by a generation-related label such as Boomers, Generation Z, or Millennial (Lozovik, 2020). Through these labels, additional distinctions between the generations are identified beyond the main factor of age. These differences include media consumption behaviors such as older generations gravitating toward more traditional forms of media but can still adapt to new technology (Howell & Habron, 2004; Vergot et al., 2005). Technology-related, generational labels emerged when Prensky (2001) developed the term “digital native” from observations and extensive of media behaviors. Prensky (2001) described digital natives to be “native speakers” of technological terminology, which is expressed through great familiarity and experience with technology and features including native language for the use of computer, video games, and the internet. Digital natives are also characterized as constant adapters and are an ever-changing group of children, adolescents, and young adults (Kirschner & De Bruyckere, 2017)

[bookmark: _Hlk83281634]Those not considered to be digital natives have been labeled “digital immigrants.” Prensky (2001) stated digital natives will never reverse their dependency on technology, namely because their brains may not allow them to do so. However, the digital immigrants will selectively adapt to the technology that drives digital natives adopt the new digital norm over time a longer period of time (Prensky, 2001). Kirschner and De Bruyckere (2017) further described digital immigrants as those born before 1980. What is key these generational differences and technology utilization is how one population is willing to adapt quickly to emerging and/or changing technologies while the other is not. The Digital Native Assessment Scale (DNAS; Teo, 2013) was created with the intention of grouping individuals based on four common behaviors exhibited by digital natives, all of which were previously established in research (Teo et al., 2014). The four factors are: “(1) grew up with technology, (2) are comfortable with multitasking, (3) are reliant on graphics for communication, and (4) thrive on instant gratifications and rewards” (Teo et al., 2014, p. 1232).

The Uses and Gratifications (U&G) Theory, considered one of the most influential theories in media and communications research (Lin, 1998; Teo et al., 2014), was foundational in this study of the media-related motives of members of national cattle breed associations. Conducted prior to the emergence of the U&G theory, Blumler (1979) examined how individual gratifications were measured through advertising outcomes including consumer attitude toward a website, consumer attitude toward a brand, and purchase intention. This study followed a similar research strategy for identifying individual gratifications relating to digital advertising for national cattle breed association members while integrating the Digital Native Assessment Scale (DNAS) (Teo, 2013). 

Purpose/Objectives
[bookmark: _Hlk83409722]By utilizing Teo’s (2013) DNAS, this study determined how adept cattle association members are as they navigate modern technology used for communicating including mobile/smartphones, the internet, and other forms of digital advertising. While the DNAS seeks to classify individuals on the digital native scale, the use of specific components from the scale were used in this study to understand participants’ use of technology for communicating digitally. This study sought to also provide the associations with a better understanding of how to respond to these preferences (Truong et al., 2010). The following research objectives guided this study: 1) Explore national cattle breed association members’ perceptions of digital advertising consumption; 2) identify which digital advertising methods national cattle breed association members use; 3) explore national cattle breed association members’ satisfaction toward general advertisements versus advertisements published by the association; and 4) examine DNAS scores of participants by their generational gaps. 

Methods/Procedures
This was a quantitative, nonexperimental, descriptive study conducted with a self-report instrument. No variables were manipulated in this study. This study utilized non-random purposive sampling with the target population being the members of national beef cattle breed associations. Five associations were selected for potential participation in the study with consideration of the National Pedigreed Livestock Council’s 2016 report of the member-based beef breed associations with the greatest number of registrations. The Texas Tech University Institutional Review Board (IRB) approved this study prior to data. Upon receiving IRB approval, the researcher contacted the five identified national cattle breed associations with two associations consenting to participate – the American Gelbvieh Association and the American Hereford Association.

The study utilized a researcher-developed survey instrument. Utilizing specific components from the Digital Native Assessment Scale (DNAS) (Teo, 2013) as a foundation, a self-report instrument was created to meet the purpose of the study. While the DNAS seeks to classify individuals on the digital native scale (a 5-point Likert-type scale), the integration of specific DNAS scale components revealed participants’ use of technology for communicating digitally. Additional survey questions designed to identify respondents’ attitude toward digital advertising, preferences for digital advertising methods, and current digital advertising methods being utilized. The resulting instrument contained four sections: comfort using technology, preferred digital advertising methods to consume, preferred digital advertising methods to utilize, and demographic information with Qualtrics used as the survey platform. 

A team of three faculty members from an accredited research institution reviewed the survey instrument for content and face validity prior to its dissemination. Additionally, the instrument was pilot tested for content and face validity. The pilot test was sent to graduate students in the Department of Agricultural Education and Communications at Texas Tech University with 16 viable respondents. The pilot test data revealed strong reliability through a Cronbach's alpha of 0.82. The researcher worked independently with the two national cattle breed associations with consented participation to develop a schedule for distributing the questionnaire, as well as breed appropriate language and artwork included the participant recruitment message. Both national cattle breed associations distributed the message and survey web link through e-newsletters and e-blasts. Upon the completion of data collection within the Qualtrics platform, data were reported using the Report function of Qualtrics. Data were additionally exported to Microsoft Excel for further analysis with SPSS utilized for the inferential statistical analysis.

Following the introduction of the survey and the waived consent information, the survey began with a question ensuring participants were 18 years or older. If participants indicated they were not 18 years or older, they were not granted further access to the survey. However, if participants indicated they were 18 years or older, they were able to access the next question and remaining portions of the instrument. There were 112 respondents to the age prerequisite question, but five respondents were eliminated for not meeting the age requirements. After this question, 107 respondents were asked to identify the device used to complete the survey. 

With the use of a summated scale (Likert-type), a total score was computed for each section as well as a total DNAS score for each participant. The participants in the study were categorized by three groups – digital natives, Generation X, and digital immigrants. Millennials and Generation Z participants were grouped as digital natives. Generation X remained the same as literature indicates they could either be considered digital natives or digital immigrants. Baby Boomers and the Silent Generation were grouped as digital immigrants.

Results/Findings
There were 74 respondents that were categorized by their corresponding generation: Baby Boomers – 51% (n = 36), Generation X – 28% (n = 20), Millennials – 15% (n – 11), Silent Generation – 6% (n = 4), and Generation Z – 0 (n = 0). It should be noted that in this instance, frequency accounts for invalid data at (N = 71), as three responses were discarded for responses outside the parameters of the question. A five-point Likert scale was used to display statements and response options for participants in each question series pertaining to the revised DNAS, which is four sections. 

A one-way ANOVA was conducted to determine if participants’ DNAS scores were related to their digital native classification. Participants were classified into three groups: digital natives (n = 11), Generation X (n = 18), and digital immigrants (n = 39). Descriptive statistics were noted for each group: digital natives (M = 94.00, SD = 4.75), Generation X (M = 82.56, SD = 15.13), and digital immigrants (M = 71.82, SD = 16.61). There was a significant difference between participants’ DNAS score by digital native classification (F = 10.40, p = < .001). The assumption of homogeneity of variances was violated, however, as assessed by Levene's test for equality of variances (p = .003).

A modified version of the ANOVA was used – the Welch ANOVA, which is displayed in the Robust Tests of Equality of Means. The Robust Tests of Equality of Means was also used to determine the relation of each subset of the DNAS series of questions to their digital native classification. The relationship between the participants’ DNAS scores and digital native classification was statistically significantly different between all four DNAS subsets: grow up with technology, Welch's F(2, 35.278) = 26.889, p < .0001; comfort with multitasking, Welch’s F(2, 32.747) = 32.937, p = < .001; reliant on graphics for communication Welch’s F(2, 27.287) = 4.622, p = .019, and thrive on instant gratifications and rewards Welch’s F(2, 32.097) = 27.883, p = .035.  Further, there was also a significant difference between the four groups of the DNAS and digital native classification, Welch’s F(2, 36.533) = 27.883, p < 0001.

A Games-Howell post hoc analysis was conducted to find differences between groups. In the “gratifications” section, there was a mean increase of .38057, SE = 1.26173 between digital immigrants and Generation X, which was not statistically significant (p = .951). Another noteworthy finding is also in the “gratifications” section. There was a decrease in the mean by -1.70335, SE = 1.26153 between digital natives and Generation X, which was statistically significant (p = .382). 

Conclusions/Recommendations/Implications
There were noteworthy differences in the way digital natives, digital immigrants, and Generation X consume media and prefer to utilize it. With the digital divide being a cognitive choice by a consumer to utilize digital media (Helsper & Enyon, 2010), and with the U&G theory suggesting media consumption is a result of social and psychological needs (Blumler & Katz, 1974), this study’s respondents were influenced by generational differences in media consumption. The digital divide is significant in some forms of media compared to others (Rosenstiel et al., 2014). Specifically, it is significant to diverse populations who choose to consume new media and adapt to new technologies. 

The post hoc analysis provided insight for where the differences in digital native behavior began to shift, if at all, between differing generational gaps and categorized DNAS groups. The statistically significant differences in how digital natives, Generation X, and digital immigrants score in the growing up with technology, comfort with multitasking, and reliance on graphics for communications sections indicate the need for this study’s national cattle breed associations to diversify their communications strategies to fit a complex audience.

Overall, this study found there is a benefit in broadening messaging from associations to members and offering greater varieties of advertising options for beef cattle producers. Tapscott (2009) reported a generation of young people who are very different than previous generations. With these differences known, the diversified use of traditional and digital media is recommended for national cattle breed associations to adequately reach and serve participating national cattle breed association members. Members are most likely to read and interact with advertisements that relate to them, national cattle breed associations should maintain a close relationship with the membership to cater messaging to fit the membership’s needs at any given time. Additionally, national cattle breed associations should have a constant understanding of the best methods of advertising so those interested in advertising with the association can reach their target audiences and potential customers. 

This study should be replicated with a larger target population. By collecting more data, additional statistical analysis could be completed to assess media consumption and generational differences among each association. If this study is replicated in the future, it is recommended researchers reexamine the length of the instrument. While not experienced in the pilot study, the participants seemed to undergo survey fatigue. Implementation of the Generational Theory, which is a theory uncovered while researching throughout this study, as it relates to social, historical, and cultural perspectives would be another area of improvement for this study and can be utilized in future studies to better understand the foundation of each population and what drives their media consumption habits and behaviors. 

Understanding specific social media outlets association members use would help national cattle breed associations understand the scope of digital advertising creative services strategies they should offer members. Future researchers should assess how many members design their own digital advertisements, how many hire freelancers, and how many utilize their association’s creative services staff. An assessment as to why a member may utilize the association’s creative services strategies or not would be valuable insight as well. Perhaps an internal assessment of each association’s creative services team could be conducted to identify if the staff members are adapting with the advertising and digital media needs of the members.  
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